The objectives of this research are: 1) to analyze the effect of e-WOM on brand image of Heavenly Blush product, 2) to analyze the effect of e-WOM on the interest in buying Heavenly Blush product, and 3) to analyze the effect of brand image on the interest in buying Heavenly Blush product. This research used online and offline survey methods in the form of questionnaires. The research sampling was carried out using non-probability sampling technique. The scaling technique of the study applied Likert scale which produces measurements at intervals; scale 1 for strongly disagree statements and scale 5 for strongly agree statements. The data analysis used PLS (Partial Least Square). The 106 respondents of the research were customers who already knew about Heavenly Blush yogurt products but had never consumed them with the minimum age of 17 years. The findings showed that there is a positive effect of e-WOM variable on brand image variable with a value of 0.425. The e-WOM variable has a positive effect on the interest in buying Heavenly Blush product with a value of 0.430. Brand image is the last variable that has a positive effect on interest in buying with a value of 0.244.
INTRODUCTION
The development of the world of technology and communication like the internet has made it easier for people to consume and produce information. A survey conducted by the Indonesian Internet Service Provider Association (APJII) explained that more than 50 percent or about 143 million Indonesians were connected and used the internet as a medium of communication, business, and so forth.
When a consumer decides to buy a product based on information, recommendations, advice, or forms of invitation from other consumers, this relationship is referred to as Word of Mouth (WOM) (Maisam and Mahsa, 2016) . According to Kotler and Keller (2011) , WOM is marketing communication that relates to the experience of buying or using products and services which are carried out by an individual, in oral and written forms (Cheema and Kaikati, 2010) . This form of marketing mix is expected to communicate information positively to other consumers (Yoo et al. 2000) .
Word of Mouth is one of the new marketing communication processes; i.e. by giving recommendations personally to individual and group on a product or service that aims to provide information (Jatmika, 2014) . The development of communication technology such as the internet and social media also participates in influencing the operational patterns of the WOM itself (Chan and Ngai, 2011) . Therefore, the pattern of exchanging information and knowledge online on the internet and social media is known as Electronic Word-of-Mouth (e-WOM) (Charo et al. 2015) .
Recommendations or reviews, given by consumers for their experience in a review platform or other channel forms, will affect the Brand Image and the Buying Interest of the consumers for the product (Ambarwati and Mawardi, 2015) . It will be realized well if the consumer is satisfied with the product that he/she uses. They will express their customer satisfaction by disseminating positive information on contents related to the product (Kartika and Piranti, 2015) . In this case, e-WOM can create a good brand image in the minds of consumers and increase buying interest (Samuel and Lianto, 2014) . This is also based on previous research conducted by Laksmi and Oktavani (2016) who conducted research in Warung Upnormal and Jalilvand and Samiei (2012) who studied interest in one of the car industry brands in Iran. They found that e-WOM is an instrument for forming brand image and interest in buying of the consumers. Based on that description and previous research, the researchers want to find out whether the e-WOM concept would also affect brand image and interest in buying more complex products consumed by Indonesian people through online review content which is currently very viral.
One of the industries in Indonesia that is being developed and growing is the milk processing industry. Sanny (Rachman et al. 2017) predicted that the milk processing industry in Indonesia will increase by 10 percent per year. Along with the growth of the food and beverage industry that uses milk as the raw material and the increase of public awareness to the importance of the benefits of milk for health, it is an opportunity for processed dairy companies to create new variants of processed milk (Sanny, 2011) .
Yoghurt, as a variant of processed milk, is a type of beverage derived from milk fermentation. The formation of yoghurt is caused by fermentation of sugar and milk which then becomes lactic acid (Needs et al. 2000) . That is what makes yoghurt thick and has a distinctive sour taste (Resnawati, 2014) , and it is not just about the unique and delicious taste. Furthermore, yoghurt has many beneficial ingredients. According to Ejtahed et al. (2012) , yoghurt contains probiotics; i.e. functional foods that can provide antidiabetic and antioxidant efficacy.
Heavenly Blush is one of the companies that produce yoghurt in Indonesia. Heavenly Blush does not walk alone in the yoghurt market. In fact, there are several brands that have enlivened the yoghurt market in Indonesia; for instance, Activia and Cimory. However, Heavenly Blush yoghurt products have their own characteristics to be well accepted in the consumers' minds. Companies need to utilize the linkages of one marketing mix such as e-WOM to Heavenly Blush's product brand image and interest in buying. This can be used as the basis of marketer's strategy so that the company gets a great chance to continuously compete and be consistent in carrying out its business. Therefore, this research has several objectives which include: Analyzing the effect of e-WOM on the Heavenly Blush product brand image; Analyzing the effect of e-WOM on the Interest in Buying Heavenly Blush products; Analyzing the effect of Brand Image on the Interests in Buying Heavenly Blush products.
METHODS
This research was conducted in Jabodetabek area (Jakarta, Bogor Depok, Tangerang, and Bekasi) from April to June 2018. The selection of location was based on the potential consumers of yoghurt in the area. The research approach used descriptive research. The main purpose of descriptive research is to describe the characteristics of an object person, group, and environment (Sumarwan et al. 2011) . The data type is primary data. The research method is a survey in the form of a structured questionnaire. Survey research is a research design that collects data from a number of respondents selected from a population (Sumarwan et al. 2011) . The survey was conducted by distributing online questionnaires using google.doc and direct interviews with respondents (offline).
The research sampling technique was conducted using Non-Probability Sampling with Purposive Sampling method in which the sample units were adjusted to certain criteria applied based on the research objectives (Tongco, 2007) . The scaling technique used in this research was the Likert scale which produces measurements at intervals: scale 1 for strongly disagree statements and scale 5 for strongly agree statements.
The sample units of this research were consumers who already knew about Heavenly Blush yoghurt products but had never consumed them, and they were at least aged 17 years old. They were used to measure consumers' interest in yoghurt on Heavenly Blush products that they had never bought. There were 106 respondents involved in this research.
The data analysis in this research used PLS (Partial Least Square). PLS is one of the alternative methods of SEM (Structural Equation Modeling) that can be used to overcome problems in relation to variant or component-based approaches (Yamin and Kurniawan, 2009 ). PLS assumed the research data was free of distribution, meaning that the research data did not refer to one particular distribution (Mehmood et al. 2012) . The purpose of PLS is to predict the effect of variable X on Y and explains the theoretical correlation between the two variables (Talbot, 1997) . PLS is used to develop theories that aim to predict the correlation between e-WOM (Electronic Word of Mouth), brand image, and interest in buying Heavenly Blush products. Based on empirical studies, this research focused on the correlation of e-WOM, Brand Image and Interest in Buying which is presented in the research framework in the following Figure 1 . reliability values and average variance extracted (AVE). The indicator is considered as reliable or able to measure the indicator if the composite reliability value is > 0.7 and AVE value > 0.5. Table 3 , it is concluded that all indicators meet the reliability criteria and are considered capable of measuring the indicators. This is indicated by all composite reliability values above 0.7 and all AVE values above 0.5 as recommended criteria. The results of the evaluation of the measurement model in Tables 2  and 3 show that the overall data can be used, so that the research findings can be considered valid and reliable.
Based on

Evaluation of Structural Models (Inner Model)
Inner model or structural model testing is carried out to find the R-square, the correlation of indicators, and the significance value of the research model. Based on Table 4 , the structural model shows the R-square value of the brand image variable of 0.181055 or 18%, which means that the model can explain the brand image by 18.10% and the rest is explained by other variables outside the model. Meanwhile, the R-square of the interest in buying is 0.318442 or 31.84%, which means that the variables in the model can explain the interest in buying as much as 31.84% and the rest is explained by other variables that are not examined in
RESULTS
Respondent Profile
The demographic profile used in this research included gender, age, residence, status, educational background, occupation, income, and amount of yoghurt consumption. The results of the respondent demographic profile are presented in the following Table 1 .
Measurement Model Test
Measurement model test is carried out to determine the validity of the measurement model that will be used in the research. Model measurement is considered valid if the loading score is greater than 0.6. The test was performed on each latent variable. The test results for each indicator on each latent variable are presented in the following Table 2 . Table 2 shows that all indicators of latent variables are valid because the loading score of each indicator is above 0.6. Therefore, it is concluded that all indicators are valid. The next step is to measure the reliability of the indicators to determine the level of reliability of the indicators that will be used in this study. Reliability criteria can be measured by looking at composite The research findings found that the general credibility, general persuasiveness, and susceptibility to online product review's dimensions are indicators that significantly contribute to e-WOM variable. The dimensions of general persuasiveness and general credibility have the smallest contribution with loading factor values of 0.794 and 0.813. These values indicate that these dimensions provide the smallest relative contribution level to the e-WOM variable (Table 5) .
Furthermore, Table 5 shows the largest dimension contribution, i.e. "susceptibility to online product review's" with a loading factor of 0.845, indicating that online reviews are very sensitive. Thus, positive and negative reviews can quickly spread to potential customers and have a direct impact on consumer perceptions of the products being reviewed.
Contribution of Indicators to General Persuasiveness Dimension
Based on the results of PLS calculations presented in Table 6 , indicators for general persuasiveness that show the smallest value is X1.2, i.e. "to ensure me in buying Heavenly Blush products, I often read other consumer product reviews online" with loading factor value of 0.936. In addition, the biggest indicator value is X1.1, namely "I often read other consumer's online reviews of Heavenly Blush products to find out which products have a good/positive impression" with loading factor value of 0.920. This shows that online reviews of products with a good impression have the greatest contribution to the dimensions of general persuasiveness.
Contribution of Indicator to General Credibility Dimension
Based on the results of PLS calculations presented in Table 7 , the indicator X1.3, namely "when I buy Heavenly Blush products, consumer online product reviews make me confident in buying these products (credible)", gives contribution of loading factor value of 1.000 to general credibility. It shows that reading online reviews about Heavenly Blush products can increase consumer confidence in buying these products.
Contribution of Indicator to Susceptibility to Online Product Review's Dimension
Based on the results of PLS calculations presented in Table 8 , the smallest indicator value on the susceptibility to online product review's dimension is X1.6, i.e. "I often consult with other consumer product reviews to help me choose the right product" with a factor loading value of 0.690. Meanwhile, the biggest indicator value is X1.5, i.e. "to ensure me in buying the right product, I often read online product reviews from other consumers" with a factor loading value of 0.884. It shows that reading online product reviews frequently can help consumers buy the right product and have the greatest contribution to the susceptibility to online product review's dimension. 
Contribution of Indicator to Brand Image Variable
The research shows that excellence, strength, and uniqueness of brand associations are indicators that contribute to the brand image variable. Based on Table  9 , on the brand image variable, the contribution of the indicator that has the smallest value is the strength of brand associations with a loading factor of 0.814. This value shows that this indicator provides the smallest level of contribution to the brand image.
Furthermore, the indicator with the largest contribution to the brand image variable is the excellence of brand association with a loading factor of 0.907. This value indicates that the Heavenly Blush brand is well remembered by yoghurt consumers directly; the more it is remembered in the minds of consumers, the better the brand image. It will certainly increase consumer interest to buy and try Heavenly Blush products.
Contribution of Indicator to Interest in Buying Variable
The research findings showed that interest in seeking product information, the desire to try, and the desire to buy the products are indicators that give contribution to the interest in buying. The loading factor value of 0.829 is the smallest contribution value indicator; i.e. the indicator of interest in seeking product information. It means that these indicators provide the smallest level of contribution to interest in buying. Table 10 shows that the biggest contribution indicator in this variable is the indicator of the desire to buy the product with a value of 0.918. After reading online reviews, there is interest in the minds of consumers to buy yoghurt products. The better the reviews of yoghurt products in online discussion, the more the consumers are interested in buying these yoghurt products. On the other hand, if the review of yoghurt products in online discussion is not good, it will reduce the interest of consumers to buy yoghurt products.
Hypothesis Testing
The results of hypothesis testing for structural models can be seen in Table 11 . Significant levels of each correlation between latent variables can be seen from t-calculate value that must be greater than t-table (1.65* / 1.96**) for significance effects and t-count that must be smaller than t-table for non-significance effects (Gozali, 2008) . Based on the Table 11 , e-WOM variable directly and significantly affects the interest in buying at the 95% level of confidence. Meanwhile, if it is moderated by brand image variable, the e-WOM variable is significant to the brand image variable at the 95% level of confidence. However, the brand image variable only has a significant effect on the 90% level of confidence of the interest in buying. Furthermore, the conclusion of all tests is that the hypothesis is accepted in which it gives a significant effect.
Effect of e-WOM and Brand Image Variables
This research found a positive effect between e-WOM on brand image variables of 0.425. It shows that online media is a fairly easy place that has a very broad network. It is operated by consumers to see reviews from family, relatives, and people around them about the experience in using a product and of course, it has an effect on the brand image of the product they use. This research is in line with the findings of research conducted by Jalilvand and Samiei (2012) that there is a positive effect between e-WOM on brand image variables.
Effect of e-WOM and Interest in Buying Variables
This research showed that e-WOM variable has a positive effect on interest in buying Heavenly Blush products with an effect value of 0.430. It shows that online reviews from consumers on social media and chatting media can encourage interest in trying and buying yoghurt products. This research is in line with the research conducted by Laksmi and Oktavani (2016) that e-WOM has direct effect on buying interest. Their findings showed that e-WOM and interest in buying have been proven to affect each other.
Effect of Brand Image on Interest in Buying Variable
Brand image is the last variable that has a positive effect on interest in buying with an effect value of 0.224. This variable shows that good brand image such as "easy to remember, familiar, and have special characteristics" encourage interest in buying Heavenly Blush products. This research is in accordance with the findings of the research of Gozali and Ruslim (2012) who found that there is a significant effect of brand image on interest in buying. This research explained that consumers who provide recommendations for a product will strengthen the brand image and also strengthen the intensity of interest in buying of other consumers.
Managerial Implications
The research findings revealed the effect of e-WOM on brand image and interest in buying. For marketers of Heavenly Blush products, these findings can be used as a reference for marketing strategies based on new consumer habits in accessing the internet and reading product reviews. For instance, marketers can create conditions where old consumers are encouraged to review these Heavenly Blush products with gift offers. The more the people review and recommend to others, the higher the consumer's interest in buying Heavenly Blush yoghurt products.
In addition, the effect of consumer's habits on accessing the internet and reading product reviews is the increase in brand image of Heavenly Blush products. Brand image is formed from consumer perceptions of the product. Online reviews made by old consumers illustrate the results of their perceptions after consuming these products. This will form a distinctive brand image in the consumers' point of views from its excellence, strength, and uniqueness. Consumers who provide recommendations on a product will strengthen the brand image of the product, and this brand image that strengthens consumer recommendations for increased purchase intention.
This research also illustrates the importance of using internet as a marketing communication medium. The ease of access that can reach a wide network is a great potential for marketers to promote their products using current strategies. The trend of reviewing and recommending to friends through social media or media chat is growing rapidly. Thus, many start-up companies use it as the basis for implementing their initial promotion strategy.
CONCLUSIONS AND RECOMMENDATIONS
Conclusions
Conclusions that can be drawn from this research include: 1) there is a positive effect between e-WOM variable on brand image variable of 0.425. It shows that online media is a place that is quite easy and has a very broad network to see reviews from family, relatives and people around to experience using a product which affects the brand image of the products they consume, 2) e-WOM variable has a positive effect on interest in buying Heavenly Blush products with an effect value of 0.430. It shows that online reviews from reviewers on social media and chatting media can encourage interest in trying and buying yoghurt products, 3) brand image has a positive effect on buying interest with an effect value of 0.224. It shows that a good brand image such as "easy to remember, familiar, and has special characteristics" encourages interest in buying Heavenly Blush products.
Recommendations
In terms to develop a marketing strategy, the application of managerial implications can be carried out as a basis for further strategies by taking into account the patterns of new e-WOM consumer habits. For instance, accessing the internet and reading product reviews, as well as the implications of brand image from Heavenly Blush products that are good enough can affect consumers' interest in buying the product. Furthermore, in completing and refining the findings of this research, the researchers suggest future research to use additional potential variables that can be used as marketing strategies.
